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This study describes a quantitative content analysis of promotional materials found in five 
sampled branches of an urban library system.  The content analysis was conducted to determine 
if elements of diverse teen populations were represented in the promotional materials distributed 
and on display in the library branches.   
 
Materials analyzed included brochures, business cards, flyers, posters, signs, and other 
advertising techniques such as displays.  The materials included illustrations of race/ethnicity, 
gender, sexual orientation, religion, disability, and socioeconomic status.  Each sampled branch 
presented different numbers and types of resources.  Sampled community branches offered more 
variety of promotional resources than the larger, central library branches.  A need for a more 
uniform distribution of promotional materials throughout the library system as well as templates 
for materials created by individual branches is justified.  Suggested practices for future 
marketing of services to diverse teens are included.   
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Introduction 
Teen services of all library systems must advocate for inclusivity so that the 
developmental and social needs of all teen demographics are met.  How libraries promote 
their programs and services can impact the teens who attend them.  The promotional 
materials should include the diverse elements of the community the library is attempting 
to reach.  Through a university internship with one of the state’s public library systems, I 
was able to gain firsthand experience creating programs and services for teens from and 
visiting the area.  The city, City X, hosts a diverse community of patrons.   
Census data reports an estimated 2016 population of City X at 808,834 persons.  
The estimated foreign born population is 129,560 individuals.  15.8% of City X residents 
are below the poverty level.  Racial demographics are estimated at 50% White, 35% 
Black or African American, 14% Hispanic, 6% Asian, and the remainder identifying as 
Other (U.S. Census Bureau, 2011).   
Teens are an incredibly diverse demographic of library patrons.  From identity to 
ability, teens represent a wide array of backgrounds.  It is crucial that marginalized 
groups of teens (including, but not limited to, LGBTQ+, physically or mentally disabled, 
low socioeconomic status, and racialized youth) feel they are welcomed in the library and 
that programs and services are designed with them in mind.   
Within every public library, you will see a collective of patrons from all walks of 
life, using the library for numerous purposes.  Young and old, the library remains a 
2 
 
community hub for all, though many do not enter its doors due to lack of outreach 
or feelings of exclusion.  Kumasi writes, “many youth...feel like outsiders in library 
spaces and deem the...library as sole “property” of the librarian,” (2012).  She goes on to 
write that we must account for “marginalized viewpoints and experiences.”  Of all library 
patrons, teens are among the most challenging to attract to the library and retain.   
To assess the library system’s marketing to all teen demographics, my research 
will attempt to answer the essential question: To what extent are library promotional 
materials of programs and services representative of diverse teen populations? 
The following literature examines teen identity and needs, how teens interact with 
the library, how libraries market their programs and services, and why libraries should 
diversify their programs and services.  Analysis of this literature will support the content 
analysis of diversity representation within promotional materials for teens of a library 
system as well as support the creation of a best practice guide for diverse teen library 
marketing.  While some literature will focus on a specific demographic, the content 
analysis will not be restricted to any one demographic.   
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Literature Review 
The need for library spaces and services for teens is well-documented in the 
literature, as is the importance of creating inclusive environments for all patrons.  
Researchers have observed that “libraries have a responsibility to contribute to solving 
and alleviating the problems that negatively impact teens and to help all of them grow up 
to be successful, productive members of society” (Braun et al., 2014).  The responsibility 
to serve teens of diverse identities is called for as well.  The YALSA Competencies for 
Library Staff call for expanding, “opportunities for unserved and underserved teens to 
build meaningful connections with the library that helps them develop a sense of 
belonging and ownership,” (YALSA, 2018).  Many libraries ensure that, “by promoting 
services and advocating for underserved youth, we demonstrate our commitment to and 
empathy for teen patrons along with promoting the well-being of our community as a 
whole” (Phillips, 2017).  But how are libraries embracing teen identities and in what 
ways are libraries getting word of their services for diverse populations out within their 
spaces? 
Development of Teen Identities 
 Teens and young adults have the difficult job of defining their unique, individual 
selves.  This period of adolescence is a time of significant changes to a teen’s physical 
appearance, social behaviors, and emotional health.  The 40 Developmental Assets model 
describes elements of life which can assist with positive growth and a healthy transition 
into adulthood.  A teen’s development tends to be more positive with every asset attained 
(Search Institute, “40 Developmental Assets for Adolescents”).  The YALSA 
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competencies also emphasize the need for library staff to advocate “for library policies 
that support teen developmental needs and growth,” (YALSA, 2018), preparing teens for 
college, careers, and life. 
One of the skills which can be acquired through the developmental assets is 
advocacy for one’s self and others.  Advocacy is defined as “standing up, speaking out, 
and asking for support” (Braun, 2013).  The goals of advocacy can overlap with those of 
library marketing.  Library “programs targeting smaller groups of teens actually work 
better to establish relationships and provide opportunities for teens to build the 
developmental assets” (Honnold, 2010).  
The primary goal of this paper will be to determine if one library system’s 
advocacy for diverse teen identities extends to their marketing materials.  If these teens 
see themselves represented in these materials, they are not only more likely to find 
relevant programming and services within the library, but will feel that their unique 
differences are valid and valued.  By advocating for diverse teens, libraries can lead them 
to advocate for themselves.    
The Library as Space for Teens 
 As time has progressed, the library has adapted to meet the ever-changing needs 
of its patrons of all ages.  While providing information is still a priority of the library, it 
may not always be that way.  Our role has evolved to meet community needs and 
building strong communities (Edwards et al., 2013).  But are we ensuring equal support 
for all members of the community?  Knowing today’s teen population is diverse, we must 
never assume a teen’s reason for being in the library.  From finding information to 
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socializing with friends, teens interact with the library in many different ways, (Flowers, 
2014).   
Teens need their own spaces within libraries.  Having a space empowers a 
particular group, indicating that they matter and belong (Velasquez, 2016).  A teen library 
space must be reflective of both the social and learning needs of the teen while 
supporting the library’s mission (Feinberg, 2010).  Whether this is a corner of an existing 
space or a separate room entirely, teens must know it belongs to them.  Libraries are 
encouraged to experiment with “spacial practices, methods, and techniques” to best serve 
their teens, (Agosto & Hughes-Hassell, 2010).  The YALSA Competencies also 
recognize space as learning environment, stating that library staff should provide space to 
teens “(physical and virtual, in the library and in the community) that is engaging for all 
teens and encourages them to join in individual, group, and collaborative activities to 
learn formally and informally, (YALSA, 2018).  We should be consulting with teens, 
seeking their feedback input on how the library space should look and what it should 
offer to best meet their needs (American Library Association, 2012). This includes a 
focus on the promotional materials located within that space.  
Inclusive Programs and Services 
Library space can make patrons feel welcome, but it’s programs and services that 
can keep people coming back.  No matter the teen, a library’s goal should be to create 
programs which help teens “develop deep interest and enthusiasm in their libraries,” 
(Agosto, 2016).  Just as we are creating spaces for all teens, so should we be developing 
programs with all teens in mind.  To best serve teens, we must “move beyond the racial 
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and socioeconomic biases that pervade the popular culture, as well as our own 
preconceptions, and see them as individuals, (Agosto & Hughes-Hassell, 2010).  It can 
start internally.  Policies and procedures must adapt to changing patron demographics 
(Frostick, 2009) to ensure that all teens have equal access to services and materials.  
Libraries must hire more professionals who come from diverse backgrounds (Hastings, 
2015) and train those who do not.  Teens want to and benefit from interacting with 
persons who mirror their lives (Craig, 2010).   
Serving diverse teens goes beyond matters of race, though there are many 
strategies to encourage a multicultural patronage within the library (Smallwood & 
Becnel, 2013).  Serving diverse teens may range from the developmentally disabled 
through collaboration with local professional organizations, training library staff, and 
supporting caregivers as well as teens (Wray, 2013) to LGBTQ+ students who need safe 
spaces or community groups (Horn, 2015).  Library services should validate a teen 
patron’s intersecting identities.  Fostering diversity creates a heterogeneous environment 
in the library in which opportunities are created for access for all (Brimhall-Vargas, 
2015).   
Marketing Library Services 
After creating inclusive programming, the next step is to make people aware of 
them.  A library that effectively markets its services to users establishes the library’s 
brand and communicates their value in the community (Kenneway, 2006).  “Marketing” 
is defined as “a process that assists libraries in achieving user goals and priorities, 
satisfying the needs of their users, and attracting new users,” (Pfeil, 2004).  This can take 
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the form of physical resources such as newsletters, business cards, pens, postes, 
keychains - anything that advertise the library.  Signage is one of the most common 
marketing methods for libraries.  Stempler’s study found that signs must be “consistent, 
concise, and free of jargon and punitive language,” (2013) and that library staff must be 
conscious of signs’ location, language, and design.   
Richardson and Kennedy define marketing differently, saying, “marketing is not 
about creating business but strategically making patrons aware of what services libraries 
provide them,” (2014).  Treating marketing as more of a relationship is more effective.  
Shontz et al.’s 2004 study found, “marketing knowledge and experience was positively 
correlated with years of library experience.”  But even with library staff on board, how do 
libraries get this message across to teens? 
 When marketing to teens, Biggs and Calvert found that library marketing is 
“predominantly organic and informal,” (2013).  Their study revealed word of mouth 
promotion to be the most effective, drawing again upon the need for a relationship 
between library staff and teen patrons.  Horn notes the importance of online marketing to 
teens, stressing the importance of “a teen Web site, blog, Facebook account, or any other 
platform,” or any combination of the like, (2011).  She goes on to provide strategies for 
online marketing, including that online tools must be updated regularly and made easily 
accessible if you want teens to use them effectively.  To reach diverse teen populations, 
Decker and Tomlinson discuss using digital media to “open conversations about 
differences in people’s experiences,” “...promote open-mindedness...about traditions, 
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issues, or experiences quite different from their own,” and to create “a safe place wherein 
teachable moments are created and awareness enhance,” (2014).   
 Teens have specific information-seeking needs that allow them to act 
independently and feel that they belong.  Diverse teens, as marginalized populations, 
need spaces and services that validate their identities through equity and inclusion.  As 
the library is committed to creating inclusive spaces and services, it must be conscious of 
the materials and services it has to offer to diverse teens, as well as how they are being 
marketed.  This study serves to address one library systems strengths and shortcomings as 
they market their collections and services to the diverse teens of their community.   
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Methods 
Promotional materials were analyzed from five branches of a public library 
system using quantitative content analysis.  “Quantitative content analysis” is defined as 
“the systematic, objective, quantitative analysis of message characteristics,” (Neuendorf, 
2002).  In this study, the promotional materials used by the sampled branches of the City 
X system will serve as the messages.  A content analysis was selected because it would 
be easy for me to access materials, and the method quickly identified gaps in marketing 
strategies.  Bringing these gaps to the system's attention could create new strategies that 
reach diverse teen populations more effectively.  I served as an investigator of the 
analysis and interviewer of Teen Librarians. 
  Promotional materials were specific to an individual branch or used system-wide.  
Marketing representation was compared to a control of actual teen population data in City 
X, as determined by U.S. census data or the National Center for Education Statistics. 
  There are many facets of “diverse” teen populations.  This study examined 
dimensions of race/ethnicity, gender, sexual orientation, physical and mental abilities, 
socioeconomic status, and religion.  Possible values for each dimension are listed as 
follows (note, the lists below are not intended to be inclusive of all possibilities): 
·      Race/ethnicity: White, African American, Hispanic/Latino, Native American, Asian 
·      Gender: Male, Female 
·      Sexuality: Straight, Gay, Transgendered, Bisexual 
·      Physical/Mental ability: Physically handicapped 
·      Socioeconomic status: Lower, Middle, or Upper Class 
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·      Religion: Christian, Jewish, Muslim, Hindu, Atheist 
To collect the promotional materials analyzed here, I traveled to 5 library 
branches within the system, searching for and observing all promotional materials 
available and documenting materials I could not remove from the libraries by taking 
photos.  Only physical resources were documented.  Data collection occurred between 
December 2017 and February 2018.  
The unit of sampling was each library branch.  The five library branches selected 
served as a convenience sampling of the 20+ branches found in library system.  These 
branches will be referred to as Gryffindor branch, Hufflepuff branch, Ravenclaw branch, 
Slytherin branch, and Ilvermorny branch.  The branches were also selected to create a 
large sample of diverse teens.  Knowing that different regions of City X served higher 
numbers of diverse elements (such as race or socioeconomic status), the branches were 
chosen from the northern, southern, eastern, western, and central regions of City X.   
Each branch had a unique layout.  At each of these branches, I conducted a 
walkthrough of the entire library, followed by a more thorough exploration of the 
designated teen spaces. I collected physical materials and photographs as I went through 
each space.  These five branches helped to generalize marketing practices as compared to 
the system’s community demographics. 
In addition to content analysis, an interview follow-up was conducted with a Teen 
Librarian from City X via email.     
I used the results of my content analysis to create a best practices guide for City X 
library branches to better advertise to their diverse teens.  
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Results 
The first branch I visited was the Ilvermorny branch, the branch of City X’s 
library system which houses the majority of materials intended for children and teens.  I 
expected this branch to yield the most materials, but it was beaten by another branch.  I 
began a walkthrough of the first floor, stopping at information kiosks and the welcome 
desk where I could find brochures and flyers.  The teen space was located on the second 
floor.  My walkthrough continued past another welcome desk, bulletin boards, and 
posters.  Some materials were found on counters in unmarked spaces.  An art gallery 
above the teen space revealed more examples of diversity through murals and other 
displays.  Photos were taken of all materials found. 
At the Ilvermorny branch, I found 7 brochures, 3 business cards, 7 flyers, 12 
signs, and 4 instances of art and displays.  All seven brochures included pictures of 
persons of color.  Though some were tinted with colored filters, I found 14 persons who 
appeared to be teens of color.  All brochures seem to be intended for adults, but could be 
used by teens.  One brochure depicted a young girl holding a cane, indicating a visual 
disability.  Four of the brochures included Spanish text.  One brochure depicted a young 
girl with a visual disability.  The three business cards could be used by adults or teens.  
Two of the cards used Spanish text.  Of the seven flyers, all are intended for adults or 
teens.  Four flyers depicted persons of color, but only three seemed to depict teens of 
color, twice showing teens in a colored tint again.  Half of the posters and signs showed 
persons of color, 3 showing teens of color.  Ilvermorny materials depicted males 
approximately 92 times and females approximately 105 times.  
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At the Gryffindor branch, just a block away from the Ilvermorny branch in 
downtown, I didn’t expect to find much, as I knew the children and teen section of this 
branch only takes up one small corner of the building.  I started again at help desk 
displays of brochures and flyers.  Signage near the youth space indicated age restrictions.  
Additional signage nearby designated assistive technologies and AV materials.  The 
Gryffindor branch also has a Makerspace and Job Help Center, both of which promoted 
services with signage and physical materials displaying teens.  The second floor held the 
branch’s nonfiction, fiction, and periodicals.  Two help desks on this floor held additional 
resources which were documented.   
The Gryffindor branch supplied 11 brochures, 5 flyers, 11 posters and signs, and 1 
display.  Three of the brochures depicted persons of color, including teens of color.  One 
of these three, despite it being intended for adults, showed teens of color and a woman 
wearing a hijab (indicating religious diversity).  Two of the brochures were intended for 
patrons with disabilities, one depicted a young girl with a visual disability.   Four of the 
flyers were intended for adults and teens and showed teens of color.  A fifth flyer also 
showed teens of color but was intended for adults.  One sign depicted a woman in a 
wheelchair as well as a young man with a developmental disability.  Gryffindor materials 
depicted males approximately 27 times and females approximately 47 times.   
The Hufflepuff branch was the first one-story open floor plan I visited for this 
research, located to the north of City X.  A circulation desk next to information displays 
greeted me as I walked in the space.  Just inside, I found the teen space full of colorful 
posters, displays of allyship, and other forms and brochures.  There were many resources 
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in Spanish between the teen space, information kiosks, and computer lab in the back of 
the branch.  As I was leaving, I noticed an art display on top of shelves in the children’s 
wing displaying portraits of teens of color.   
Hufflepuff branch produced 5 brochures, 10 flyers, 17 posters and signs, and 3 
display pieces.  100% of the brochures were intended for teens, and all five included 
pictures of teens of color.  Three of the five included Spanish text.  Of the flyers, four 
were intended for teens and six were intended for adults or teens.  One flyer depicted 
teens of color.  One flyer contained Spanish text, a second contained French, the third 
contained Hmong text, and a fourth contained Vietnamese.  Eight of the signs depicted 
teens of color.  One sign used rainbow patterns to advertise to LGBTQ+ youth.  Another 
sign depicted a woman wearing hijab.  The art display showed portraits and bios of two 
teens of color who were available for adoption in City X.  Hufflepuff materials depicted 
males approximately 50 times and depicted females approximately 72 times.   
The Slytherin branch in the east of City X was the most surprising.  This branch 
recently underwent renovations which lasted over a year.  It reopened in December with 
newly designed spaces and technologies.  But I could find little to no physical resources.  
A community bulletin board hung on a wall in the entrance way.  A small information 
kiosk could be found in the lobby.  The new teen space was upstairs and tucked away in a 
corner.  A very few resources were found near the front of the room, but almost no 
posters, flyers, or other materials lined the walls or displays.  This branch yielded very 
little data to analyze.   
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Slytherin branch yielded the fewest materials including 8 brochures, 2 business 
cards, 2 flyers, and 10 posters and signs.  Of the brochures, only one was intended for just 
teens, only one showed a teen of color, and one showed a child with a white cane, 
indicating a visual disability.  Both business cards were intended for teens, and one 
contains Spanish text.  All flyers, posters, and signs were intended for teens, though none 
incorporated elements of diversity.  Slytherin materials depicted males 8 times and 
females 18 times.    
Finally, the Ravenclaw branch yielded the most resources.  Another one-story 
open floor plan in western City X, the Ravenclaw branch had signage advertising 
programs right inside the door.  I did a slow walkthrough of the shared library spaces, 
noticing several of the same system-wide brochures and flyers I’d seen at other branches.  
I stumbled upon a section of resources written in other languages, many in Spanish.  
Making my way to the back of the space, I found the teen zone.  Signage indicated this 
space was reserved for teens.  Many resources lined the bookshelves advertising local 
organizations that support LGBTQ+ youth, teens help hotlines, and many programs 
happening at the library.  Student relief forms and other financial information were 
nearby as well.    
Ravenclaw branch yielded the most promotional materials with 25 brochures, 5 
business cards, 19 flyers, and 39 posters and signs.  The majority of resources were found 
in the branch’s teen area as well as an area designated for Spanish materials.  Thirteen of 
the brochures were intended for teens, and twelve were intended for adults and teens.  
Seventeen of the brochures depicted teens of color.  Three depicted teens who identify as 
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LGBTQ+ and incorporated symbols such as the rainbow flag.  Two brochures mentioned 
disabilities, one depicting a girl with a visual disability.  Eight brochures used Spanish 
text.  Three of the business cards are intended for teens, and the other two are intended 
for adults and teens.  One business card is intended for teens of the LGBTQ+ community.  
One card used Spanish text.  Of the flyers, eight are intended for adults and teens, nine 
are for teens, one is for teens and children, and one is for children.  Four flyers depicted 
teens of color.  Three used Spanish text, and one flyer used Hmong text.  Two flyers are 
intended for LGBTQ+ teens.  Of the posters and signs, six depicted teens of color and 
one used Spanish text.  Ten signs were are intended just for teens.  Ravenclaw materials 
depicted persons presenting as male 140 times and persons presenting as female 181 
times.   
Figure 1.  Example Brochure Collected 
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The charts below represent the distribution of promotional materials found at the 
branches sampled: 
Table 1.  Resources Found at Sampled Branches
 
Table 2.  Ilvermorny Promotional Resources 
 
 
 
 
 
17 
 
Table 3.  Gryffindor Promotional Resources 
 
Table 4.  Hufflepuff Promotional Resources 
 
Table 5.  Slytherin Promotional Resources 
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Table 6.  Ravenclaw Promotional Resources 
 
Table 7.  Unique Resources of City X Library Branches 
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Discussion 
Of the coding categories established for this study, examples of race and ethnicity 
were the most prevalent in the libraries’ promotional materials through depictions of 
persons and use of non-English texts.  Resources for various sexual orientations also 
yielded multiple results, though only two of the branches sampled promoted them.  
Socioeconomic status resources usually took the form of FAFSA and other government 
funding materials for teens to pay for college which several branches (but not all) had in 
supply.  The majority of resources intended for teens were brochures and flyers directing 
teens to financial assistance.  Of all the resources collected, females were depicted more 
than males.  I was pleased to find even one example of physical/mental abilities and 
religion, as I predicted these would be among the least represented.  I was correct in that 
assumption.   
Focusing on the categories with the least representation (Physical/Mental 
Disabilities and Religion), there was a noticeable difference in how the elements of 
diversity were presented through promotional materials.  Whereas the resources depicting 
youth with physical/mental disabilities (usually a system-wide resource depicting an 
elementary-aged girl) were promoting services intended for this demographic, the few 
occurrences of a religious element in a promotional material (resources depicting a 
teenage girl in hijab) was promoting the library system’s foundation, not a teen service.   
Not only is there a distinct lack of representation of these demographics, but the library 
system also fails to use the minority depictions on the resources intended for teen 
audiences.   
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Most of the distributable materials were developed by the City X library system 
and distributed to all branches.  A large percentage were developed by third party 
organizations from the City X community and were made available at different branches.  
It is interesting to see that some branches distribute these third party materials for teens 
but not all.  Several of the resources advertising accessibility services were created by 
City X’s State Library and distributed to systems throughout the state.  While the 
distributable materials were more generic, the posters and signs were often unique to the 
library branch, some made in-house and others made from images on the web.   
Though elements of diversity were found on the libraries’ promotional materials, 
they were often singular instances.  Very few materials incorporated two or more 
diversity elements on the same material.  Future promotional materials should be 
representative of intersectionality, reaching out to patrons whose identities are 
multifaceted and have specific needs of the library.   
I was able to follow up with a teen library from Ravenclaw branch via email.  
When asked if Ravenclaw branch produced their own promotional materials, she said 
some are created by the system’s Marketing and Communications department while most 
materials advertising teen programs at the branch were made by her.  She went on to say, 
“There is a general template that we’re supposed to use, I try to stick to it, but not always 
since I’d like have teen’s attention to be grabbed by the different programs (not send the 
impression that it’s the same program over and over again).”  It was impressive to see the 
desire to reach teens surpass the need to meet the template requirements.   
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When asked how much of the materials are distributed from the central library 
offices and when they are distributed by third party entities she said, “If there is an event 
that the library is participating in...chances are, we will have signage and material sent to 
the different branches. This is very helpful since the material usually includes all the 
branches that are participating, what dates they’re holding events, and what they’re doing 
exactly.  Most of the third party advertising come from government or community 
organizations.”  The big events and services gain the advertising support of the Marketing 
and Communications department.  Day to day program marketing is the responsibility of 
the branch librarians.  This makes sense, as the branches know their communities better.  
And yet, I saw so much differentiation between the system-distributed materials at the 
sampled branches.  It seems as though some branches (such as Ravenclaw and 
Hufflepuff) mesh their independent marketing with that of the system and community to 
present a wide range of materials for all teens while others (such as Slytherin, Gryffindor, 
and Ilvermorny) rely so heavily on the system to market services that there is often a lack 
of materials most teens would be able to use.  The marketing department and the 
branches need to revamp their collaborations.   
Finally, I asked the teen librarian from Ravenclaw branch if teens get a say in the 
marketing of programs or services.  She said, “I try to give teens a say in EVERYTHING 
I can. I’ve bribed one teen to come by every couple of months to do art and write the 
Teen calendar on our blackboard, we also try to have self directed programs that 
encourage expression and will occasionally post the finished product in the teen space.  
In terms of programing, teen surveys help me gage what the interest in our branch and 
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our audience is.”  Though she didn’t say what she could and could give teens a say in, I 
was pleased by her wanting teen input.  Most branches have their own Teen Advisory 
Boards.  It seems as though these boards could be utilized in more ways than just creating 
programming ideas.  Giving them more voice through advertising collaboration may 
reduce the need to bribe teens to assist their branches.   
Though only five branches were sampled, it can be assumed that the majority of 
City X libraries have similar advertising methods.  Though digital advertising was not 
analyzed, most physical materials promoting programs were edited for website and social 
media posts.  This study believes other library systems may have similar inconsistencies 
in resources between branches and similar deficiencies in representing diverse teens 
through their promotional materials.   
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Limitations 
I was concerned that promotional materials may be too generic and not target any 
teen demographic and that the program calendar may be sparse during my visits.  I was 
also limited by my ability to travel to the branches, the frequency of programs being 
promoted by the libraries, and the teen librarians’ availability.  This study was limited to 
a single library system, therefore results cannot be generalized to all public libraries.  
However, the methods used in this study could easily be replicated by librarians in other 
systems to analyze their own promotional materials. 
Implications 
By analyzing the libraries’ teen promotional materials, the research may increase 
the system’s awareness of the needs of diverse teen populations.  Awareness of 
representation gaps or shortcomings may lead the library to incorporate better policies 
and practices of advocacy and inclusion through promotion.   
Creating a best practices guide to marketing for teens who use public libraries 
could be implemented by City X’s library system and adopted by other library systems 
wishing to diversify their promotional items for teens. 
 
 
 
 
 
 
24 
 
Conclusion 
Given these study data, City X libraries have varied levels of promotional  
resources from branch to branch.  The final goal of this study was to determine if City X 
libraries represent diverse teen populations in their promotional materials for programs 
and services.  Each branch produced different numbers of materials.  Of those materials, 
different elements of diversity were represented, though not always pertaining to teens.   
Library branches located outside of the uptown area of City X provided more 
materials to their regional communities.  The Hufflepuff and Ravenclaw branches yielded 
higher numbers of distributable materials and signage that included diverse elements.  
Each sampled branch provided at least one material that was not offered by another. 
Based on City X’s current promotional materials, I propose the following 
practices for the marketing department to follow: 
● Recognize intersectionality by incorporating 2 or more elements of diverse teens 
into promotional materials intended for teens.   
● Create unique system marketing templates for each patron age group (children, 
teens, adults) 
● Use a variety of print and digital advertising techniques that are effective for 
teens, as well as word of mouth. 
● Recruit and utilize a diverse group of City X teenagers to assist in designing teen 
programming materials. 
● Ensure promotional materials from third party government organizations or 
community centers are stocked at all branches within the system. 
25 
 
These practices may be adopted by additional library systems as they advertise their 
materials and services to teens of all backgrounds.     
The majority of resources found were posters and other signage advertising 
services and programs.  Distributable materials yielded more examples of diverse 
populations.  Many of the resources were not intended only for teens.  As teens are 
among the more challenging demographics to attract to the library and attracting diverse 
teens is even more challenging, ensuring the promotional materials intended to inform 
these teens are both welcoming and inclusive.  Additional research might gather data on 
how teens interact with these resources.   
It was clear that the branches with the more diverse promotional resources - 
Ravenclaw and Hufflepuff - believed in inclusive relationships between library branches, 
patrons, and community partners.  These branches best incorporated materials distributed 
from the City X library system’s Marketing and Communications department, materials 
created by third party community organizations, and materials created in-house at the 
individual branches.  This simple and effective balance of advertising should be adopted 
by all branches within the City X system and other library systems.  Incorporating diverse 
elements into library marketing will encourage a more inclusive body of patrons and a 
more tolerant and knowledgeable community.  
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Appendices 
● Interview questions: 
○ How do you cater to diverse teens in terms of programming, service, and 
marketing? 
○ What demographics of teens do you see in the library most frequently? 
○ How do you promote your services to teens? 
■ Do patrons respond better to certain types of advertising? 
○ What are your thoughts on the importance of diversity as it pertains to 
teens in the library? 
○ How would you market to teens differently than the system currently 
does? 
○ Are there any marketing strategies you feel the library should implement 
that you feel would be more effective? 
 
● IRB Approval Letter: 
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